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SUBJECT: COUPON TRACKING REPORT \J 

FOURTH QUARTER 1989 AND ANNUAL 1989 RECAP 


HIGHLIGHTS - ANNUAL 1989 


• Twenty-five percent of total industry volume purchased in supermarkets and 
drug stores was with a coupon incentive during calendar year 1989, unchanged 
from 1988^s level. An increase in Price Value couponing (44% of volume/+7 
points versus year-ago) was offset by a slight decline in Full Margin 
couponing (20% of volume/-! point vs. 1988). 
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• Only nine percent of Full Margin cigarette volume was sold with coupons 
delivered at retail in 1989. In contrast, in-store coupon activity for the 
Price Value category is substantially higher, with 42% of volume sold 
accompanied by an on-carton/on-pack coupon. Practically all of Philip 
Morris' couponed volume is via on-carton/on-pack coupons, and is obviously 
tied to support behind Cambridge and Alpine. While 32% of RJR's total volume 
sold in the supermarket and drug store universe is with a coupon incentive, 
only 12% of the manufacturer's sales was via an on-carton/on-pack coupon. 

The majority of RJR's coupon activity (accounting for 20% of volume) is. 
delivered through direct mail, FSI and ROP. RJR's reliance on FSI's, Direct 
Mail and ROP couponing is further emphasized by the fact that the 
manufacturer accounted for over 40% of total industry media-delivered 
activity during 1989.' 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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• Philip Morris' couponed volume in 1989 was 15%, up two points versus 
last year. This increase in couponed volume is primarily attributed 
to Cambridge (+12 points to 62% of brand volume), as the brand 
executed two large promotions in 1989 (Value Shopping Network and Big 
Bonus). Alpine, in the brand's introduction year, sold 65% of the 
brand's volume on a coupon incentive, the highest across PM brands. 

• RJR's 1989 strategy reflected a slight reduction in overall coupon 
support behind several of the company's key brands: Doral (-4 
points), Camel (-5 points) and Winston (-8 points). Salem, which sold 
37% of the brand's volume with a coupon incentive (+8 points), was 
given additional support, likely as a result of Alpine's introduction. 
Vantage's coupon activity remained at relatively high levels in 1989, 
with 48% of the brand's volume supported with a coupon (+4 points vs. 
year-ago). 
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• While R.J. Reynolds' overall coupon activity declined only marginally, 
year-to-year, the manufacturer did significantly alter their couponing 
strategy. During 1989 RJR relied heavily on $1.00 coupon values 
across their Full Margin brands, while decreasing the use of $1.50 and 
$2.00 values. As a percent of RJR's total Full Margin couponed 
volume, $2.00 values accounted for approximately 32% of activity in 
1989, -21 points versus year-ago. At this same time, the importance 
of SI.00 couponing activity increased 27 points, accounting for 48% of 
Reynolds' Full Margin coupon activity in 1989. 
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While the majority of Doral's coupons in 1989 were $2.00 values, recent 
information (through January 28, 1990) indicates that RJR is 
strategically placing higher Dora! coupon values ($2.50/33,00) in 
markets in which Pyramid and Bristol are making in-roads. In addition, 
outside these $2.50/53.00 markets, Dora! seems to be reducing the 
brand's availability of coupons. 

Marketing Information & Analysis will issue a separate report this month 
analyzing RJR's recent Doral coupon strategy and the brand's impact on 
Cambridge's share trends. 

HIGHLIGHTS - FOURTH QUARTER 1989 

• Fourth Quarter 1989 coupon activity (26% of industry volume) was also 
unchanged versus the same period in 1988. Compared to the first half 
of 1989, Fourth Quarter coupon activity was stable for both the Full 
Margin and Price Value categories, as the percent of volume moved on a 
coupon incentive was 20% and 44%, respectively. 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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• During Fourth Quarter 1989, industry coupon activity (25% of volume) 
remained unchanged versus the same period in 1988. B&W, with 40% of 
volume sold on coupon, exhibited the highest level of coupon activity 
across the manufacturers in this particular quarter, giving added 
coupon support to all of the manufacturer's major brands except for 
Raleigh and Belair. With an increase in American's Fourth Quarter 
1989 coupon activity (+4 points to 35% of volume), the manufacturer 
had the second highest level of couponing in the industry. American 
increased support behind American Lights, Malibu and Pall Mall. Note, 
this is the first time that Reynolds has not lead the industry in the 
amount of couponing activity since this information has been tracked. 
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t During Fourth Quarter 1989, Philip Morris' coupon activity increased 
to 15% of volume, +3 points versus year-ago. The increase in PM's 
couponed volume is attributed to various Fourth Quarter programs by 
Cambridge (Big Bonus), Alpine, Virginia Slims (Superslims' 
introduction: $2.00 on-carton coupon/free pack/50c off 2-pack) and 
Benson & Hedges (SI.00 media-delivered and S2.00 direct mail). 


• RJR's Fourth Quarter 1989 activity was four points lower than the same 
period in 1988, as 31% of the manufacturer's volume was sold with a 
coupon incentive. Decreased support was most evident for Winston (-11 
points), Camel (-10 points) and Doral (-8 points). While Salem's 
coupon support was unchanged in Fourth Quarter 1989 versus year-ago 
(36% of volume), Vantage's coupon activity increased seven points to 
48%. 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418045 




Distribution 
March 15, 1990 
Page 5 

• Based on the latest available supermarket scanning data (through week 
1/28/90), Cambridge's share increased +0.2 points (versus December 
1988) to 2.7% as approximately two-thirds of all stores had on-carton 
coupons available. 


Doral's coupon incidence declined sharply in the latest period with 
roughly 60% of supermarkets with on-carton couponing. Interestingly, 
Cambridge's share performance in the latest period likely benefited 
from Doral's lower coupon incidence. In addition, Doral's share was 
relatively flat during this period at 4.3%. 
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If you have any questions/comments, please do not hesitate to call, 
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SOURCE OF COUPON INFORMATION 


This report provides Fourth Quarter 1989 and Annual 1989 results of 
coupon redemption and share of market information as reported by IRI's 
supermarket and drug store scanning data. The coupon redemption 
information is based on media-delivered (i.e. FSI's), direct mail and 
in-store activity (on-carton/on-pack). 


IRI currently supplies Philip Morris with consumer panel data which 
details the purchasing patterns of 13,000 households from seventeen 
markets across the U.S.: 


• Marion, Indiana 

• Eau Claire, Wisconsin 

• Midland, Texas 

• Grand Junction, Colorado 

• Salem, Oregon 

• Cedar Rapids, Iowa 

• Memphis, Tennessee 

• Seattle, Washington 

• Cleveland, Ohio 


• St. Louis, Missouri 

• Denver, Colorado 
t Rome, Georgia 

t Pittsfield, Massachusetts 

• Detroit, Michigan 

• Minneapolis, Minnesota 

• Kansas City, Missouri 

• Philadelphia, Pennsylvania 


This consumer household panel information has some limitations since the 
available markets tend to be relatively well developed price value areas 
(SDI: 131) and the data tends to under-represent younger males and 

certain ethnic groups. However, despite limitations, the data has 
proved to be a reliable coupon tracking source following a validation 
made using Kankakee redemption information and a comparison to an 
independent survey (reference attached IRI Validation Study). 


In addition, information based on media-delivered coupon activity 
(supplied by the Advertising Checking Bureau) is also included. 



Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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INDUSTRY/MANUFACTURER 


On an annual basis, twenty-five percent of industry volume was sold 
through with a coupon incentive during 1989, unchanged from 1988's 
level. Full Margin couponing declined slightly (-1 point to 20% of 
volume), although Price Value activity increased versus last year (+7 
points to 44% of volume). RJR continued to exhibit the highest level of 
coupon activity across the manufacturers (although only slightly ahead 
of American and B&W) with 32% of volume as the company's couponing 
declined two points versus 1988. 


During Fourth Quarter 1989, industry coupon activity (26% of volume) 
remained unchanged versus the same period in 1988. B&W, with 40% of 
volume sold on coupon, exhibited the highest level of coupon activity 
across the manufacturers in this particular quarter, giving added coupon 
support to all of the manufacturer's major brands except for Raleigh and 
Belair. With an increase in American's Fourth Quarter 1989 coupon 
activity (+4 points to 35% of volume), the manufacturer had the second 
highest level of couponing in the industry. American increased support 
behind American Lights, Malibu and Pall Mall. Note, this is the first 
time that Reynolds has not lead the industry in the amount of couponing 
activity since this information has been tracked. 
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Philip Morris' 1989 coupon activity increased two points versus 1988, 
primarily tied to Cambridge (+12 points to 62% of volume). Cambridge's 
higher level of couponed volume is partially attributed to the Value 
Shopping Network and Big Bonus promotions. 

During Fourth Quarter 1989, PM's coupon activity was up three points 
versus the same period in 1988. Fourth Quarter programs by several 
brands contributed to this increase: Cambridge (Big Bonus/$2.0Q 
on-carton coupon), Virginia Slims Superslims introduction (52.00 
on-carton coupon/free pack/50d off 2-pack purchase) and Benson & Hedges 
($1.00 Media-delivered/$l.00 & $2.00 Direct Mail). 
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R.J. Reynolds' 1989 strategy reflects a decline in coupon support behind 
several of the company's key brands including Doral, Camel and Winston. 
Although RJR has pulled back coupon activity for Camel, the company has 
continued to support the brand in pack outlets with various retail pack 
promotions. Further, Reynolds maintained heavy coupon support for Salem 
in 1989, likely in an effort to combat competitive in-roads made by 
Alpine. 

During Fourth Quarter 1989, RJR decreased coupon activity for Doral, 
Winston and Camel relative to the same period in 1988. However, the 
company continued to support Salem and increased coupon activity for 
Now. 
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Brown & Williamson aggressively increased coupon support behind Barclay 
and Richland 25's during Calendar Year 1989, raising the average coupon 
value above the $2.00 level. During Fourth Quarter 1989, BS.W moved 40% 
of volume with a coupon incentive, the highest level across the 
manufacturers. With the exception of Raleigh and Belair, all of B&W's 
brand's received added coupon support during Fourth Quarter as compared 
to year-ago levels. 
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On an annual basis, American's 1989 coupon activity was up four points 
versus 1988, with 31% of the company's volume sold with a coupon 
incentive. Malibu's average coupon value increased to over the $3.00 
level as the brand dropped a number of media delivered $1.00 bonus 
coupons during 1989. In addition, compared to Fourth Quarter 1988, 
American increased support behind Pall Mall (+11 points) and American 
Lights (+9 points). 
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On an annual basis, Lori11ard decreased coupon activity across all 
brands during 1989, with True (-6 points) and Newport (-4 points) 
displaying the largest reduction. Kent was the only brand which 
received added support during Fourth Quarter 1989 (+2 points, +22% of 
brand volume versus Fourth Quarter 1988). 


LORILLARD 

PERCENT OF VOLUME SOU) ON COUPON 
MEDIA-DELIVERED, DIRECT MAIL. UN-CARTON/ON-PACK 


POINT CHANGE AVERAGE 



LORILLARD 

PERCENT OF VOLUME *OLD ON COUPON 
MEDIA-DELIVERED. DIRECT MAIL, ON-CARTON/ON-PACK 


4TH QUARTER 1959 


TOTAL LORILLARD 



POINT CHANGE AVERAGE 
VS. COUPON 

YEaR-ACO_ VALUE 


*1.95 


* i -95 


li. 


SOURCE; JRf CONSUMER HOUSEHOLD PANEL 


SOURCE: IRl CONSUMER HOUSEHOLD PANEL 


During Fourth Quarter 1989, Liggett increased support behind Eve (+11 
points to 25% of volume), apparently responding to competitive threats 
posed by the Virginia Slims Superslims introduction. Further, with the 
exception of Eve, during the most recent period all of Liggett's 
couponed brands utilized values greater than $2.00. 

Note, less than one percent of Pyramid's volume is sold with a coupon 
incentive. 


LIGGETT 

PERCENT OF VOLUME SOLD ON COUPON 
MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK 


ANNUAL 1989 


POINT CHANGE AVERAGE 
VS, COUPON 


TOTAL UGGETT 


EVE 

LARK 

CHESTERFIELD 


LicM r 


■ r i 
A 


gum !■» 

+ 5 

11.95 

TT 

’ ?5* +14 

t i-75 

T . . . 

NC 

*1.90 

' 14% 

+ 10 

*.5.60 

9* . 

+ 5 

*2.20 


*1,50 


UGGETT 

PERCENT OF VOLUME SOLD ON COUPON 
MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK 


4T1I QUARTER 1989 

TOTAL UGGETT 

EVE 


LARK • 
CHESTERFIELD j 

r 

L&U 


1 . 


POINT CHANGE 

VS. 

YEAR-AGO 

AVERAGE 

COUPON 

VALUE 

-2 

*1.95 

26* + 11 

*1.60 

- 12 

*2.35 

+ 8 

*2,85 

+ 3 

-1—- 

*2.60 


SOURCE: IRt CONSUMER HOUSEHOLD PANEL 


SOURCE: IRl CONSUMER HOUSEHOLD PANEL 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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COUPON TYPE 


On-carton/on-pack activity continued to be the primary coupon delivery 
vehicle, as 67% of all coupons redeemed during Fourth Quarter 1989 were 
in this category. During Fourth Quarter 1989 the use of Direct Mail 
increased somewhat (+6 points) versus the same period year-ago, with RJR 
and Lorillard utilizing this vehicle to a greater extent. 


While the Price Value category utilize on-carton/on-pack coupons almost 
exclusively, Full Margin brands' in-store activity was substantially 
lower with only 9% of volume sold with this coupon type. 


Nearly all of PM's couponed volume used an on-carton/on-pack coupon 
( 11 %), just slightly below RJR, which used in-store coupons to sell 12% 
of the company's volume. Twenty percent of RJR's volume was sold with 
an FSI, Direct Mail or ROP coupon. 


COUPON ACTIVITY 

PERCENT OF VOLUME SOLD BY COUPON TYPE 
MEDIA-DELIVERED, DIRECT MAIL. ON-CARTON/ON-PACK 


PERCENT 



^ ^ 
1965 19876 1987 1988 1989 


SOURCE: 1RI 


QUARTERS 


PERCENT OF VOLUME SOLD BY COUPON TYPE 

FULL MARGIN VERSUS PRICE VALUE 
ANNUAL 1909 



FULL MARGIN PRICE VALUE 


PERCENT OF VOLUME SOLD BY COUPON TYPE 

BY MANUFACTURER 
ANNUAL 1909 

rSRrENT 



PM RJR AMERICAN BAR LIGGETT LORILLARD 


SOURCE: IRI CONSUMER HOUSEHOLD PANEL 


SOURCE: IRI CONSUMER HOUSEHOLD PANEL 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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During Fourth Quarter 1989, RJR's use of Direct Mail coupons doubled 
compared to 1988's level (+12 points), accounting for 24% of the 
company's coupon mix or 7% of total volume sold on coupon. While RJR 
increased the utilization of Direct Mail for all major brands, Winston 
(+27 points), Camel (+18 points) and Now (+17 points) received the most 
added support from the promotion vehicle. While increasing Direct Mail 
activity, RJR's use of on-carton coupons remained relatively flat (15% 
of total volume sold on coupon) and the company decreased the 
utilization of FSI's (-14 points/7% of total volume sold on coupon). 

TOTAL WINSTON 

PERCENT OF VOLUME SOI.D ON COUPON PERCENT OF VOLUME SOl.D ON COUPON 

MEDIA-DELIVERED, DIRECT MAIL. ON-CARTON/ON-PACK MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACE 


i ir™ 




g f>J(V -, r ,„„SSSSNNei';iNNM- — 

rv — — rt N - 


SOURCE: mi CONSUMER HOUSEHOLD PANE!. 





I ON-CARTON/ 
ON-PACK 


A” dT s' v 

SOURCB: IfU CONSUMER HOUSEHOLD PANEL 

TOTAL SALEM 

PERCENT OF VOLUME SOLD ON COUPON 
MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK 

X 

100 -- ." 1 HU l^ 111 H □ other 


I ON-CARTON/ 
I ON-PACK 




SOURCE mi CONSUMER HOUSEUOIJj ^ANEL 

TOTAL CAMEL 

PERCENT OF VOLUME SOLD ON COUPON 
MEDIA-DELI'. L.RED, DIRECT MAIL, ON-CARTON/ON-PAC 


idi U othi;b 




I ON -CARTON/ 
ON-PACK 




SOURCE; IF1 CONSUMER HOUSEHOLD PANEL 


TOTAL VANTAGE TOTAL DORAL 

PERCENT OF VOLUME SOLD ON COUPON PERCENT OF VOLUME SOLD ON COUPON 

MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PAC 



j) OTHER 
_^ DIRECT MAIL 


I ON-CARTON/ 
ON-PACK 


eorvrv — — — —;w%NN'Vr'4 0Oi\flVVl\t — — — — S\\® , V'V"ll , JW — — — — W -S i“) 

2 ~2 * 

IP "-»• iRf rnN jir j? Knfr''" ir.n panel 


I ON-CARTON/ 
I ON-PACK 


>? T 5 .? £? O v* & & /-■ ,TV S SO <? >c *} <$ rtj Jta "j 


SOURCE: IRf CONSUMER HOUSEHOLD PANEL 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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The industry's use of on-carton coupons remained unchanged in Fourth 
Quarter 1989 compared to year-ago levels, with 67% of coupons redeemed 
falling into this category accounting for 17% of total volume sold on 
coupon. However, the use of Direct Mail coupons increased six points as 
PM, RJR, Lorillard and Liggett all utilized this coupon type to a 
greater extent. B&W and American continue to rely heavily on 
on-carton/on-pack couponing, since this coupon vehicle accounted for 97% 
and 82% of the companies coupon mix, respectively. 

TOTAL INDUSTRY PHILIP MORRIS 

PERCENT OF VOLUME SOLD ON COUPON PERCENT OF VOLUME SOLD ON COUPON 

MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACE 




SOURCE: IRI CONSUMER HOUSEHOLD PANEL 

BROWN & WILLIAMSON 
PERCENT OF VOLUME SOLD ON COUPON 


a •Y * y a' * i aV f A? S' S' S’ S’ $ a> 

y y y ^ 

SOURCE, IRI CONSUMER HOUSEHOLD PANEL 

LORILLARD 

PERCENT OF VOLUME SOLD ON COUPON 


MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACI 

* * 



| OTHER 
DIRECT MAIL 

o 

■ ON-CARTON/ 
OK-PACK 



A A % ^ A A <6 A 0> * » ® Or 'N 

SS'SS’ ^ SS'SSS’ * $ 


A' ’S' A 

source- rnr consumer household panel 


AMERICAN 

PERCENT OF VOLUME SOLD ON COUPON 


.1 *6 ^ A .<5 A > J* * a A A. ^ -> ,<o S> <t} ,tD 

SS'S S’ ^ SS'S s S’ ^ s S’ a yyyy sy S' ss s y y 
y > y -y 

SOURCE- IRI CONSUMER HOUSEHOLD PANEL 

LIGGETT 

PERCENT OF VOLUME SOLD ON COUPON 


Co 

o 

(JI 

o> 


MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACh 

* * 




Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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ACB, which tracks media-delivered coupon activity, shows an increase in 
industry activity during 1989 versus year-ago levels (+16%). With the 
exception of RJR, all of the manufacturers increased the use of 
media-delivered couponing in 1989. However, RJR uses this vehicle more 
than any of the other manufacturers, achieving a 42% share of total 
coupon circulation. 

The majority of coupon activity is centered around the use of FSI's, 
accounting for 73% of media-delivered coupons in 1989. 


M E I>[A - DFLIVFRED COUPONING 

COUPON CIRCULATION/ A 1,1. OFFERS/ ALL MEDIA 
ANNUAL IW 


( IRC (MM) 

. 1.(100 I - 


MOV -o* ton -4 75! *447* MU 

i.-WO 41 14 



INDUSTRY PM RJR AMERICAN B** LIGGETT ! CRILLARD 


• * CHANCE VS. YEAR-AC0 

SOURCE: ADVERTISING CIIRCKING IIURFAI 


MEDIA-DELIVERED COUPONING 

CIRCULATION ItY COUPON TYPE 

annual ran 


(TRC.(MM) 



SOURCE: ADVERTISING CHECKING BUREAU 


i 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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COUPON VALUES 

During Fourth Quarter 1989, 51% of industry coupons redeemed had a $2.00 
face value. The largest change versus Fourth Quarter 1988 comes in an 
increased use of $1.00 values (+11 points), as the utilization of $1.50 
and $2.00 values declined. RJR's increased use of $1.00 coupons was the 
major reason behind the industry change. Almost three-fourths of Philip 
Morris coupons redeemed were $2.00 values. 


TOTAL INDUSTRY 

PERCENT OF VOLUME SOLD BY COUPON VALUE 
MEDIA-DELIVERED. DIRECT MAIL, ON-CARTON/ON-PACK 


*2 50 



. i .■ iS 


- Tivr-js. jnaorn- 

yfjAJ- — - ^ s. N i*> 


SOURCE- IRI CONSUMER HOUSEHOLD PANEL 


R.J. REYNOLDS 


PHILIP MORRIS 


PERCENT OF VOLUME SOLD BY COUPON VALUE PERCENT OF VOLUME SOLD BY COUPON VALUE 

MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK 



SOURCE: JR! CONSUMER HOUSEHOLD PANEL 


SOURCE: IRI CONSUMER HOUSEHOLD PANEL 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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Reynolds reduced coupon values on Full Margin brands in 1989, as $1.00 
values accounted for 59% of coupons redeemed. Dora! was the only RJR 
brand to receive continued $2.00 coupon support, as this value accounted 
for 87% of the brand's couponed volume. 


TOTAL WINSTON 

PERCENT OF VOLUME SOLD BY COUPON VALUE 
MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK 



SOURCE: IRI CONSUMER HOUSEHOLD PANEL 


TOTAL SALEM 

PERCENT OF VOLUME SOLI) BY COUPON VALUE 
MEDIA-DELIVERED, DIRECT MAIL. ON-CARTON/ON-PACK 




liiMlULulffl 


> 'V f'i IT t- V v - 


SOURCE: IRI CONSUMER HOUSEHOLD PANEL 


TOTAL CAMEL 

PERCENT OF VOLUME SOLD BY COUPON VALUE 
MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK 



TOTAL DORAL 

PERCENT OF VOLUME SOLD BY COUPON VALUE 
MEDIA-DELIVERED, DIRECT MAIL, ON-CARTON/ON-PACK 



SOURCE- IRI CONSUMER HOUSEHOLD PANEL 


SOURCE: IRI CONSUMER HOUSEHOLD PANEL 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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In January 1990, two-thirds of stores indicated the availability of a 
Cambridge on-carton coupon, while only 50% of supermarkets reflected 
Ooral in-store coupon activity. As a result, Cambridge's share of 
market may have benefited from a reduction in Doral's coupon incidence 
increasing to 2.7% in January (+0.2 from December), while Doral's share 
remained flat at 4.3%. Alpine's market share (0.6%) and coupon 
availability (56% of stores) remained relatively stable in January, with 
66% of the brand's volume sold on coupon. 

CAMBRIDGE CAMBRIDGE 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS IN-STORE PROMOTIONAL ACTIVITY 

* VOLUME ON COUPON AND SHARE OF MARKET TOTAL U.S.: WEEK ENDING JANUARY 28. 1990 


% VOL ON COTTON 


SHARE OF MARKET 



INFOSCAN 

SHARE 


% VOLUME 
ON COUPON 


SOURCE IR1 CONSUMER HOUSEHOLD PANEL 
INTOSCAN 



CAMBRIC-i 

SHARE 


* STORE 
W/COUPO 


SOURCE 1 INFOSCAN 


ONf) -WF.EE ENDING 


DORAL 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
% VOLUME ON COUPON AND SHARE OF MARKET 
% VOL ON COUPON SHARE OF MARKET 



FOUR WEEK PERIODS ENDING 

SOURCE: IRI CONSUMER HOUSEHOLD PANEL 
INFOSCAN 


DORAL 

IN-STORE PROMOTIONAL ACTIVITY 
C >T\L U.S.: WEEK ENDING JANUARY 28. 1990 



ALPINE 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL U.S.: WEEK ENDING JANUARY 28, 1990 
SHARE ON-CARTON COUPONING 



SOURCE: WFO SCjW 


ALPINE 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
$ VOLUME ON COUPON AND SHARE OF MARKET 


% VOL ON COUPON 


SHARE OF MARKET 



INFOSCAN 

SHARE 


% VOLUME 
O N COUPO 

EZZ 


SOURCE: IRI CONSUMER HOUSEHOLD PANEL 
INFOSCAN 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


































































































INDUSTRY 

COUPON REDEMPTION 
BY TYPE AND VALUE 

X VOLUME SOLD ON MANUFACTURER COUPON 


MEDIA TYPE 


FOURTH QUARTER 

1988 

TOTAL 

ON- 

CARTON 

DIRECT 

MAIL 

FS1 

Philip Morris 

12.1 

82.8 

11.8 

2.0 

R.J. Reynolds 

34.5 

46.7 

12.3 

39.3 

Brown & Williamson 

30.7 

92.4 

0.7 

5.2 

American 

31.4 

88.5 

1.9 

8.3 

lorillard 

20.7 

70.0 

25.1 

2.8 

Liggett 

13.9 

82.8 

0.1 

9.0 

Total 

26.1 

65.8 

9.3 

23.0 


CY 1988 


Philip Morris 

11.0 

77.6 

10.9 

6.8 

R.J. Reynolds 

33.8 

40.2 

29.0 

28.6 

Brown & Williamson 

28.7 

90.2 

1.2 

7.2 

American 

26.7 

89.1 

2.5 

7.2 

Lorillard 

21.9 

53.6 

34.2 

9.3 

Liggett 

10.1 

83.5 

1.1 

6.5 

Total 

24.5 

59.0 

19.7 

19.0 

FOURTH QUARTER 

1989 

Philip Morris 

14.6 

76.6 

15.1 

1.3 

R.J. Reynolds 

30.6 

46.5 

23.7 

24.4 

Brown & Williamson 

39.9 

97.2 

1.2 

0.1 

American 

34.5 

82.2 

1.3 

14.3 

Lorillard 

18.8 

44.8 

44.3 

1.5 

Liggett 

12.1 

55.8 

3.1 

3Q.7 

Total 

25.8 

66.6 

14.9 

13.9 

CY 1989 

Philip Morris 

13.3 

85.6 

7.2 

1.5 

R.J. Reynolds 

32.0 

38.5 

23.3 

33.3 

Brown & Williamson 

30.1 

96.0 

1.1 

0.9 

American 

30,5 

90.0 

1.0 

7.3 

Lorillard 

20.9 

58.7 

26.1 

9.0 

Liggett 

14.9 

59.5 

4.4 

22.2 

Total 

25.2 

63.3 

13.9 

18.5 


COUPON VALUE 


OTHER <$1.00 $1.00 

$1.50 

$2.00 $2.50 

$3.00+ 

3.4 

0.7 

21.0 

3.2 

72.9 

0.1 

2.0 

1.7 

0.1 

20.6 

39.1 

37.4 

0.2 

2.5 

1.6 

0.8 

0.8 

4.2 

91.3 

0.4 

2.8 

1.3 

0.5 

14.5 

0.6 

42.6 

0.1 

41.7 

2.1 

0.3 

1.0 

1.9 

93.2 

0.0 

3.5 

8.0 

9.4 

28.2 

4.1 

55.4 

0.0 

2.8 

1.8 

0.5 

19.7 

21.7 

49.1 

0.2 

8.8 


4.7 

0.6 

26.0 

9.1 

59.4 

0.1 

4.9 

2.2 

0.3 

33.3 

16.6 

47.4 

1.0 

1.3 

1.4 

0.4 

5.8 

6.8 

85.2 

0.1 

1.6 

1.2 

0.3 

13.1 

0.5 

45.7 

0.0 

40.3 

2.9 

0.5 

0.6 

6.4 

90.8 

0.0 

1.7 

8.9 

6.5 

38.1 

3.7 

50.7 

0.0 

1.0 

2.3 

0.4 

27.4 

11.4 

52.9 

0.6 

7.3 


7.0 

1.6 

15.1 

1.3 

72.0 

0.4 

9.6 

4.3 

1.1 

59.3 

0.4 

36.3 

1.4 

1.5 

1.4 

3.1 

0.4 

0.7 

66.2 

27.8 

2.0 

2.1 

1.2 

14.8 

0.5 

43.0 

0.2 

40.2 

9.3 

3.7 

1.8 

1.9 

90.2 

0.0 

2.4 

1Q.4 

29.1 

8.8 

0.2 

27.5 

0.0 

34.5 

4.5 

2.0 

30.7 

0.7 

51.1 

5,1 

10.5 

5.6 

1.7 

15.0 

2.1 

75.7 

0.6 

4.8 

4.8 

1.0 

42.3 

14.4 

40.5 

0.5 

1.3 

2.0 

2.0 

0.6 

1.5 

69.4 

24.1 

2.4 

1.7 

0.9 

11.7 

0.8 

48.3 

0.1 

38.2 

6.3 

3.5 

1.4 

6.6 

86.3 

0.1 

2.2 

HA 

19.4 

6.9 

2.7 

46.1 

o A 

24.8 

4.3 

1.6 

25.6 

7.9 

53.3 

3.2 

8.3 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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Fourth Quarter 
1988 


Philip Morris 

R.J. Reynolds 

Brown & Williamson 

Lori 11ard 

American 

Liggett 

Total 


CV 1988 
Philip Morris 
R.J. Reynolds 
Brown & Williamson 
Lori 11ard 
American 
Liggett 
Total 


Fourth Quarter 
1989 

Philip Morris 

R.J. Reynolds 

Brown 4 Williamson 

Lori 11ard 

American 

Liggett 

Total 


CV 1989 
Philip Morris 
R.J. Reynolds 
Brown & Williamson 
Lori11ard 
American 
Liggett 
Total 


SOURCE: ACB 


TOTAL INDUSTRY 
MEDIA-DELIVERED COUPONING 
CIRCULATION 
( 000 ) 


FSI 

ROP 

SUPPLEMENT 

MAGAZINE 

TOTAL 

391 

17,997 

464 

0 

18,852 

316,650 

34,702 

0 

58,314 

409,666 

45,834 

4,951 

94 

13,674 

64,553 

26,723 

0 

0 

34,007 

60,731 

44,836 

70,858 

110,381 

0 

226,075 

51.200 

0 

0 

0 

51.200 

485,633 

128,508 

110,940 

105,995 

831,077 


39,125 

52,694 

15,493 

33,039 

151,591 

848,745 

62,754 

0 

155,998 

1,078,071 

184,505 

5,952 

94 

13,674 

204,225 

134,245 

895 

0 

44,782 

179,922 

184,810 

74,724 

129,339 

0 

388,874 

101.706 

0 

0 

0 

101.706 

1,493,136 

197,020 

144,927 

247,493 

2,104,388 


45,330 

45,560 

74 

53,341 

144,306 

189,896 

2,164 

1,517 

0 

193,576 

0 

0 

0 

0 

0 

0 

2,920 

28 

0 

2,949 

90,930 

17,921 

9,042 

7,401 

125,294 

32.834 

0 

0 

23.936 

56.770 

358,989 

68,566 

10,661 

84,678 

522,893 


124,020 

98,898 

4,328 

53,341 

280,587 

927,797 

2,602 

4,795 

83,876 

1,019,070 

45,488 

11,756 

185 

50,126 

107,555 

145,433 

29,568 

10,702 

68,015 

253,718 

273,034 

29,392 

54,719 

60,506 

417,652 

257.778 

0 

0 

95.744 

353.522 

773,550 

172,215 

74,730 

411,609 

2,432,104 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 
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PHILIP MORRIS 
COUPON REDEMPTION 
BY TYPE AND VALUE 

% VOLUME SOLD ON MANUFACTURER COUPON 


MEDIA TYPE 


FOURTH QUARTER 

1988 

TOTAL 

ON- 

CARTON 

DIRECT 

MAIL 

FSI 

Benson & Hedges 

0.2 

74.9 

0.0 

25.1 

Cambridge 

61.6 

98.9 

0.1 

0.7 

Players Lts 25's 

30.3 

91.2 

1.2 

6.8 

Merit 

8.8 

9.1 

83.4 

2.3 

Virginia SIims 

Id 

42.7 

16.6 

9.4 

Total 

12.1 

82.8 

11.8 

2.0 


CY 1988 

Benson 4 Hedges 

4.1 

7.1 

23.2 

47.9 

Cambridge 

50.0 

96.0 

0.1 

3.2 

Players Lts 25's 

46.7 

87.7 

0.8 

10.8 

Merit 

5.7 

8.1 

81.7 

2.3 

Virginia Slims 

2.3 

32.? 

26.9 

5.1 

Total 

11.0 

77.6 

10.9 

6.8 


FOURTH QUARTER 
1989 


Benson & Hedges 

11.8 

12.4 

39.4 

2.4 

Cambridge 

66.8 

99.4 

0.1 

0.2 

Players Lts 25's 

13.8 

100.0 

0.0 

0.0 

Virginia Slims 

8.2 

33.2 

37.9 

13.8 

Merit 

3.4 

19.6 

57.4 

0.1 

Alpine PV 

59.9 

96.9 

1.8 

LI 

Total 

14.6 

76.6 

15.1 

1.3 

CY 1989 

Benson & Hedges 

4.2 

10.6 

50.2 

7.9 

Cambridge 

61.8 

99.3 

0.0 

0.1 

Players Lts 25's 

43.7 

99.8 

0.0 

0.0 

Virginia Siims 

3.6 

30.7 

39.8 

9.9 

Merit 

4.4 

16.6 

48.7 

1.3 

Alpine 

64.8 

93.7 

1.1 

LI 

Total 

13.3 

85.6 

7.2 

1.5 


COUPON VALUE 


OTHER <S1.QQ SI.00 $1.50 $2.00 $2.50 $3.00+ 


0.0 

0.0 

0.0 

25.1 

74.9 

0.0 

0.0 

0.1 

0.7 

28.2 

0.4 

70.4 

0.0 

0.2 

0.8 

2.8 

0.0 

1.8 

91.2 

0.0 

4.3 

5.3 

0.0 

0.1 

10.7 

86.2 

0.6 

2.4 

31.2 

0.0 

22.9 

25.6 

51.5 

0.0 

0.0 

3.4 

0.7 

21.0 

3.2 

72.9 

0.1 

2.0 


21.9 

0.3 

2.1 

2.0 

94.6 

0.0 

0.9 

0.7 

0.6 

39.1 

1.4 

58.4 

0.0 

0.5 

0.7 

0.5 

0.2 

42.5 

39.6 

0.0 

17.2 

7.9 

0.5 

0.5 

15.0 

81.9 

0.3 

1.9 

35.8 

0.1 

4.0 

9.2 

86.7 

0.0 

0.0 

4.7 

0.6 

26.0 

9.1 

59.4 

0.1 

4.9 


25.8 

0.0 

84.7 

1.3 

7.0 

0.2 

6.7 

0.3 

1.0 

3.1 

0.0 

94.9 

0.4 

0.5 

0.0 

0.0 

0.0 

0.0 

100.0 

0.0 

0.0 

15.0 

15.5 

7.1 

8.5 

47.2 

0.0 

21.8 

23.0 

2.0 

15.3 

4.7 

40,0 

3.2 

34.9 

LI 

M 

10.3 

1.6 

50.6 

0.5 

37.1 

7.0 

1.6 

15.1 

1.3 

72.0 

0.4 

9.6 

31.2 

1.4 

65.1 

6.1 

23.0 

0.2 

4.2 

0.5 

1.4 

13.4 

0.0 

84.3 

0.5 

0.4 

0.2 

1.5 

0.0 

0.0 

95.2 

0.0 

3.3 

19.6 

8.5 

6.9 

7.6 

56.5 

0.0 

20.5 

33.3 

1.1 

13.6 

14.4 

46.7 

0.0 

24.1 

0.4 

IdL 

9.0 

4.7 

65.8 

1.7 


5.6 

1.7 

15.0 

2.1 

75.7 

0.6 

4.8 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418063 






PHILIP MORRIS 
MEDIA-DELIVERED COUPONING 
CIRCULATION 
( 000 ) 


Fourth Quarter 

1988 

FSI 

RQP 

SUPPLEMENT 

MAGAZINE 

TOTAL 

Marlboro 

0 

0 

0 

0 

0 

Players Lts 25's 

0 

0 

0 

0 

0 

Cambridge 

0 

0 

0 

0 

0 

Merit 

0 

16,840 

312 

0 

17,152 

Virginia Slims 

391 

1,157 

153 

0 

1,700 

Pariiament 

0 

0 

0 

0 

0 

Benson & Hedges 

0 

0 

0 

0 

0 

Total 

391 

17,997 

464 

0 

18,852 

CY 1988 

Marlboro 

0 

0 

0 

0 

11,239 

Merit 

0 

37,224 

312 

33,039 

70,575 

Benson & Hedges 

0 

0 

0 

0 

0 

Virginia Slims 

4,995 

1,157 

15,182 

0 

21,333 

Cambridge 

20,923 

14,313 

0 

0 

35,236 

Parliament 

0 

0 

C 

0 

0 

Players Lts 25's 

12.392 

0 

0 

0 

12.392 

Total 

Fourth Quarter 

1989 

39,125 

52,694 

15,493 

33,039 

151,591 

Benson & Hedges 

0 

0 

74 

50,670 

50,744 

Merit 

0 

1,614 

0 

0 

1,614 

Cambridge 

0 

0 

0 

0 

0 

Virginia SIims 

45.330 

43.946 

0 

2.671 

91.947 

Total 

45,330 

45,560 

74 

53,341 

144,306 

CY 1989 

Cambridge 

0 

4,993 

0 

0 

4,993 

Merit 

0 

49,682 

295 

0 

49,978 

Benson & Hedges 

3,101 

0 

4,033 

50,670 

57,803 

Virginia SIims 

45,964 

44,223 

0 

2,671 

92,858 

Alpine 

74.956 

0 

0 

0 

74,956 

Total 

SOURCE: ACB 

124,020 

98,898 

4,328 

53,341 

280,587 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418064 



R.J. REYNOLDS 
COUPON REDEMPTION 
BY TYPE AND VALUE 

% VOLUME SOLD ON MANUFACTURER COUPON 


MEDIA TYPE.COUPON VALUE 


FOURTH QUARTER 
1988 

TOTAL 

ON- 

CARTON 

DIRECT 

MAIL 

ESI 

OTHER <51.00 

SIM 

$1.50 12 

! .00 

S2.50 S3.00+ 

Camel 

28.4 

35.3 

14.0 

49.1 

1.8 

0.0 

8.6 

47.4 

35.1 

1.3 

7.5 

Century 

0.8 

59.5 

0,0 

1.3 

39.1 

0.0 

40.9 

27.3 

31.8 

0.0 

0.0 

Doral 

64.0 

98.1 

1.4 

0.2 

0.2 

0.1 

56.6 

0.1 

43.1 

0.0 

0.2 

More 

11.9 

53.6 

7.7 

30.5 

8.2 

2.4 

0.0 

43.5 

53.2 

0.1 

0.8 

Now 

12.0 

59.8 

27.3 

9.6 

3.4 

0.5 

22.6 

13.4 

57,3 

0.5 

5.7 

Sal em 

35.5 

37.1 

14.2 

46.9 

1.7 

0.0 

9.5 

52.2 

36.2 

0.0 

2.2 

Vantage 

41.1 

21.2 

9.5 

66.6 

2.7 

0.1 

5.1 

41.4 

50.6 

0.0 

2.8 

Winston 

37.0 

33.0 

17.2 

48.4 

LI 

0.1 

15.6 

54.8 

27.7 

0.2 

1.6 

Total 

34.5 

46.7 

12.3 

39.3 

1.7 

0.1 

20.6 

39.1 

37.4 

0.2 

2.5 

CY 1988 .... 

Camel 

35.6 

17.9 

18.2 

60.9 

3.0 

0.7 

9.1 

21.3 

65.4 

0.7 

2.9 

Century 

1.9 

38.3 

33.6 

3.9 

24.3 

2.1 

17.4 

13.1 

64.0 

3.5 

0.0 

Doral 

59.0 

98.6 

1.0 

0.3 

0.1 

0.3 

84.2 

0.0 

15.4 

0.0 

0.1 

More 

14.5 

27.1 

40.6 

18.7 

13.6 

0.8 

20.0 

28.1 

47.2 

0.9 

3.0 

Now 

15.6 

32.2 

55.2 

7.4 

5.2 

0.2 

37.8 

10.7 

46.5 

1.1 

3.7 

Sal em 

29.3 

33.4 

32.2 

32.0 

2.3 

0.3 

17.9 

24.4 

54.8 

1.3 

1.2 

Vantage 

44.4 

18.9 

31.3 

47.1 

2.8 

0.1 

15.8 

10.6 

72.0 

0.3 

1.2 

Winston 

35.8 

28.7 

44.3 

Z1A 

IA 

0.2 

1LZ 

24.? 

43.8 

1.8 

LI 

Total 

33.8 

40.2 

29.0 

28.6 

2.2 

0.3 

33.3 

16.6 

47.4 

1.0 

1.4 


FOURTH QUARTER 
1989 _ 


Camel 

18.4 

45.5 

32.2 

3.0 

19.2 

0.2 

62.0 

2.1 

32.0 

0.6 

3.1 

Century 

0.7 

57.3 

0.0 

21.2 

21.5 

0.0 

100.0 

0.0 

0.0 

0.0 

0.0 

Doral 

55.9 

94.7 

2.7 

0.1 

2.5 

1.4 

2.7 

0.0 

87.3 

6.0 

2.5 

More 

13.5 

60.4 

21.3 

0.7 

17.6 

5.5 

66.8 

0.1 

27.3 

0.0 

0.1 

Now 

20.3 

34.3 

44.0 

14.7 

6.9 

1.9 

35.1 

1.0 

59.9 

0.0 

2.2 

Salem 

35.5 

26.8 

18.5 

50.2 

4.5 

1.4 

87.0 

0.4 

10.4 

0.1 

0.7 

Vantage 

47.8 

25.0 

24.5 

44.0 

6.5 

0.5 

77.7 

0.1 

19.4 

0.0 

2.4 

Winston 

25.6 

36.7 

44.? 

ISul 

Li 

Li 

74.7 

0.6 

24.0 

Li 

Li 

Total 

30.6 

46.5 

23.7 

24.4 

4.3 

1.1 

59.3 

0.4 

36.3 

1.4 

1.5 

CY 1989 . . _ . . . . 

Camel 

30.2 

21.2 

16.3 

54.5 

8.0 

0.1 

61.3 

8.2 

27.6 

0.3 

2.6 

Century 

0.9 

33.0 

5.9 

19.9 

41.1 

0.0 

46.7 

21.1 

32.2 

0.0 

0.0 

Doral 

54.4 

91.1 

6.0 

0.4 

2.5 

0.5 

20.4 

0.2 

76.4 

1.2 

1.2 

More 

10.9 

41.0 

18.1 

19.8 

21.1 

4.0 

30.0 

18.0 

45.9 

1.9 

0.1 

Now 

17.6 

30.2 

35.7 

28.0 

6.1 

0.6 

25.7 

24.5 

47.3 

0.7 

1.3 

Sal em 

36.5 

22.7 

22.9 

50.2 

4.1 

2.9 

51.2 

21.6 

23.3 

0.3 

0.7 

Vantage 

47.6 

19.4 

20.3 

54.3 

6.0 

0.5 

52.8 

7.8 

37.2 

0.1 

1.6 

Winston 

28.2 

30.9 

4LI 

2L1 

Li 

LI 

41.Q 

Z1A 

ILi 

Li 

LJ. 

Total 

32.0 

38.5 

23.3 

33.3 

4.8 

1.0 

42.3 

14.4 

40.5 

0.5 

1.2 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418065 






R.J. REYNOLOS 
MEDIA-DELIVERED COUPONING 
CIRCULATION 
(OOO) 


Fourth Quarter 

1988 

FSI 

ROP 

SUPPLEMENT 

MAGAZINE 

TOTAL 

Vantage 

57,139 

0 

0 

32,833 

89,972 

Now 

35,581 

34,702 

0 

0 

73,283 

Winston 

82,696 

0 

0 

0 

32,696 

Salem 

71,316 

0 

0 

5,031 

76,347 

More 

8,077 

0 

0 

15,630 

23,707 

Doral 

0 

0 

0 

0 

0 

Century 

0 

0 

0 

0 

0 

Camel 

58,841 

0 

0 

4,821 

63,662 

Ritz 

0 

0 

0 

0 

0 

Total 

316,650 

34,702 

0 

58,314 

409,666 

CY 1988 

Winston 

176,217 

139,413 

0 

0 

0 

176,217 

Salem 

0 

0 

5,031 

144,444 

Vantage 

222,769 

0 

0 

51,016 

284,359 

Now 

86,955 

62,754 

0 

26,423 

176,132 

More 

25,201 

0 

c 

50,852 

76,053 

Doral 

0 

0 

c 

0 

0 

Century 

0 

0 

0 

0 

0 

Camel 

198,191 

0 

0 

22,676 

220,867 

Ritz 

0 

0 

0 

0 

0 

Total 

848,745 

62,754 

0 

155,998 

1,078,071 

Fourth Quarter 

1989 

Winston 

66,968 

0 

0 

0 

66,968 

Camel 

0 

0 

0 

0 

0 

More 

0 

0 

0 

0 

0 

Now 

17,584 

2,164 

1,517 

0 

21,264 

Salem 

63,226 

0 

0 

0 

63,226 

Vantage 

42.118 

0 

0 

0 

42.118 

Total 

189,896 

2,164 

1,517 

0 

193,576 


CY 1989 


Winston 

140,799 

0 

0 

0 

140,799 

Camel 

190,826 

0 

0 

12,694 

203,519 

More 

8,407 

0 

0 

16,782 

25,189 

Now 

76,624 

2,602 

1,820 

24,012 

105,058 

Salem 

241,608 

0 

0 

10,304 

251,913 

Vantage 

267,511 

0 

2,976 

20,084 

290,571 

Doral 

_ m 

0 

0 

0 

_ m 

Total 

927,797 

2,602 

4,795 

83,876 

.1,019,070 


SOURCE: ACB 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418066 



BROWN 1 WILLIAMSON 
COUPON REDEMPTION 
BY TYPE AND VALUE 

X VOLUME SOLD ON MANUFACTURER COUPON 

---MEDIA TYPE.COUPON VALUE 


FOURTH QUARTER 
1988 

TOTAL 

ON- 

CARTON 

DIRECT 

MAIL 

ESI 

OTHER <£] 


n^oo 

SI.50 S2.00 

$2.50 S3.00+ 

Barclay 

29.9 

99.0 

0.0 

0.0 

1.0 

0.0 

1.0 

0.0 

99.0 

0.0 

0.0 

Belair 

46.6 

96.6 

0.2 

0.4 

2.6 

1.1 

0.0 

2.7 

95.6 

0.0 

0.6 

Capri 

30.9 

61.1 

5.2 

23.8 

9.8 

0.0 

0.6 

17.2 

78.8 

1.1 

2.3 

Kool 

f 14.2 • 

80.9 

0.3 

17.2 

1.6 

0.4 

0.0 

11.4 

88.0 

0.3 

0.0 

Raleigh 

44.0 

98.9 

0.8 

0.0 

0.3 

0.5 

0.0 

0.0 

98.7 

0.8 

0.0 

Richland 20's 

56.3 

99.4 

0.0 

0.3 

0.2 

0.5 

3.2 

0.2 

95.0 

0.0 

1.1 

Richland 25's 

3.1 

67.3 

27.4 

2.6 

2.6 

0.0 

2.6 

2.6 

67.3 

27.4 

0.0 

Viceroy 

35.7 

100.0 

0.0 

0.0 

0.0 

2.8 

0.2 

0.0 

83.5 

0.0 

13.5 

Falcon Lights 

49.1 

100.0 

0.0 

0.0 

0.0 

0.0 

0.0 

18.7 

37.5 

Li 

43.8 

Total 

30.7 

92.4 

0.7 

5.2 

1.6 

0.8 

0.8 

4.2 

91.1 

0.4 

2.8 

CY 1988 

Barclay 

20.0 

2.6 

0.4 

0.0 

0.8 

0.0 

0.4 

0.1 

99.6 

0.0 

0.0 

Belair 

38.9 

95.8 

0.8 

0.5 

3.0 

0.3 

0.6 

0.8 

96.8 

0.0 

1.5 

Capri 

37.7 

43.7 

3.7 

47.8 

4.8 

0.7 

1.6 

33.0 

61.6 

0,7 

2.3 

Kool 

12.0 

73.6 

1.3 

23.2 

1.8 

0.1 

3.3 

8.4 

87.9 

0.2 

0.1 

Raleigh 

42.0 

96.9 

1.7 

0.6 

0.7 

0.2 

1.3 

0.0 

96.3 

0.2 

2.0 

Richland 20's 

57.9 

98.9 

0.1 

0.2 

0.8 

1.0 

16.8 

0.3 

81.4 

0.0 

0.4 

Viceroy 

32.2 

99.8 

0.1 

0.0 

0.1 

0.8 

0.0 

0.0 

95.8 

0.0 

3.4 

Falcon Lights 

73.7 

99.5 

0.2 

0.0 

0.3 

0.0 

41.9 

27.7 

26. J 

0.0 

4.7 

Total 

28.7 

90.2 

1.2 

7.2 

1.4 

0.4 

5.8 

6.8 

85.2 

0.1 

1.6 


FOURTH QUARTER 
1989 


Barclay 


55.5 

99.5 

0.0 

0.0 

0.6 

4.3 

0.6 

0.0 

12.0 

81.7 

1.4 

Bel air 


32.1 

95.9 

2.6 

0.0 

1.5 

1.3 

1.5 

0.0 

5.6 

89.0 

2.5 

Capri 


41 

87.5 

5.2 

0.3 

7.0 

6.9 

0.7 

6.7 

81.6 

0.1 

4.1 

Kool 


<29.2, 

' 98.0 

0.7 

0.1 

1.2 

2.1 

0.1 

0.1 

94.3 

0.0 

3.3 

Raleigh 


40.6 

97.1 

2.9 

0.0 

0.0 

0.5 

0.0 

0.0 

3.3 

96.2 

0.0 

Richland 

20's 

62.6 

100.0 

0.0 

0.0 

0.0 

3.2 

0.0 

0.0 

78.4 

17.8 

0.7 

Richi and 

25's 

31.9 

93.9 

0.0 

6.1 

0,0 

0.6 

9.1 

0.0 

84.2 

0.0 

6.1 

Viceroy 


49.1 

98.1 

0.0 

LI 

Li 

4.8 

0.0 

LI 

94.5 

Li 

Li 

Total 


39.9 

97.2 

1.2 

0.1 

1.4 

3.1 

0.4 

0.7 

66.2 

27.8 

2.0 

CY 1989 . 

Barclay 


42.2 

99.9 

0.0 

0.0 

0.1 

1.5 

0.8 

0.0 

27.2 

67.8 

2.7 

Bel air 


27.1 

94.2 

1.8 

0.4 

3.6 

0.7 

1.1 

0.6 

24.9 

71.8 

0.9 

Capri 


30.0 

81.2 

7.1 

1.3 

10.4 

6.1 

0.1 

12.3 

76.6 

2.0 

2.9 

Kool 


15.6 

95.0 

0.8 

2.9 

1.2 

2.2 

0.5 

1.1 

95.3 

0.4 

0.6 

Raleigh 


37.5 

98.5 

0.1 

0.0 

1.3 

0.8 

0.2 

0.0 

24.7 

74.3 

0.0 

Richland 

20's 

61.2 

99.7 

0.2 

0.0 

0.0 

0.8 

0.5 

0.1 

93.0 

5.2 

0.5 

Richland 

25's 

42.1 

96.8 

1.7 

1.4 

0.2 

0.1 

3.6 

0.2 

93.3 

1.2 

1.6 

Viceroy 

- 38.7 ) 

97.8 

LI 

LI 

LI 

Li 

LI 

Li 

87.9 

0.0 

7.9 

Total 


30.T 

96.0 

1.1 

0.9 

2.0 

2.0 

0.6 

1.5 

69.4 

24.1 

2.4 


2041418067 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 







BROWN & WILLIAMSON 
MEDIA-DELIVERED COUPONING 
CIRCULATION 
(OOO) 


Fourth Quarter 
1988 


Kool 

Richi and 

Viceroy 

Total 


CY 1988 
Barclay 
Belair 
Kool 
Raleigh 
Richland 
Viceroy 
Total 


FSI 

ROP 

SUPPLEMENT 

MAGAZINE 

TOTAL 

11,484 

0 

0 

0 

'' 11,484 ' 

0 

4,951 

94 

0 

5', 046 

321 

0 

0 

0 

321 

45,834 

4,951 

94 

13,674 

64,553 


878 

763 

0 

0 

1,641 

0 

0 

0 

0 

0 

34,808 

0 

0 

0 

34,808 

0 

0 

0 

0 

0 

0 

4,951 

94 

0 

5,046 

482 

0 

_a 

0 

482 

.84,505 

5,952 

94 

13,674 

204,225 


Fourth Quarter 
1989 
Richland 
Kool 
Capri 
Total 


CY 1989 
Capri 
Ri chi and 
Kool 
Total 


0 

0 

0 

0 


1,267 

7,235 

36.683 

45,488 


0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

0 

a 

0 

0 

0 

0 


0 

0 

50,126 

51,393 

5,890 

92 

0 

13,217 

0 

0 

0 

36.683 

1,756 

185 

50,126 

107,555 


SOURCE: ACB 
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Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 



AMERICAN 

COUPON REDEMPTION 
BY TYPE AND VALUE 

% VOLUME SOLD ON MANUFACTURER COUPON 

---MEDIA TYPE.COUPON VALUE 


FOURTH QUARTER 
1988 

TOTAL 

ON- 

CARTON 

DIRECT 

MAIL 

FSI 

OTHER <11 

.00 

51.00 

SI.50 $2.00 

S2.50 

$3.00+ 

Carlton 

9.3 

62.0 

27.7 

2.6 

7.8 

3.7 

28.1 

5.0 

61.3 

0.0 

1.8 

Lucky Strike 

41.7 

97.2 

0.2 

2.4 

0.3 

0.0 

2.5 

0.3 

94.2 

0.0 

3.1 

Pall Mall 

23.3 

66.3 

0.3 

32.2 

1.2 

0.1 

33.4 

0.9 

56.3 

0.0 

9.4 

Malibu 

72.5 

98.6 

0.0 

0.3 

1.1 

0.2 

1.2 

0.1 

0.0 

0.0 

98.6 

American Its 

70.4 

99.9 

0.0 

0.0 

0.0 

LI 

9.7 

0.0 

85.9 

0.8 

2.1 

Total 

31.4 

88.5 

1.9 

8.3 

1.3 

0.5 

14.5 

0.6 

42.6 

0.1 

41.7 

CY 1988 

Carlton 

8.5 

59.9 

29.4 

5.6 

4.9 

1.3 

64.5 

4.8 

28.6 

0.0 

0.8 

Lucky Strike 

44.9 

97.1 

0.2 

2.2 

0.4 

0.1 

1.8 

0.0 

92.3 

0.1 

5.7 

Pall Mall 

21.1 

72.6 

0.6 

24.7 

2.1 

0.1 

25.1 

0.5 

60.6 

0.0 

13.7 

Malibu 

71.0 

99.2 

0.1 

0.2 

0.4 

0.5 

0.4 

0.0 

0.0 

0.0 

99.1 

American Lts 

68.3 

100.0 

0.0 

0.0 

0.0 

LA 

LA 

0.0 

88.2 

LI 

1.9 

Total 

26.7 

89.1 

2.5 

7.2 

1.2 

0.3 

13.1 

0.5 

45.7 

0.0 

40.3 

FOURTH QUARTER 

_i m _ 

Carlton 

7.7 

66.3 

9.0 

0.7 

23.9 

0.6 

14.1 

1.3 

82.5 

0.0 

1.5 

Lucky Strike 

28.9 

97.7 

0.3 

1.1 

0.8 

2.6 

1.6 

0.0 

83.7 

1.2 

10.9 

Pall Mall 

33.7 

50.5 

2.2 

45.2 

2.2 

2.2 

45.1 

0.2 

37.9 

0.3 

14.3 

Malibu 

74.5 

97.7 

0.4 

1.2 

0.8 

0.6 

0.9 

0.9 

0.7 

0.0 

96.9 

American Lts 

78.9 

99.6 

0.4 

0.0 

0A 

0.2 

0.0 

0.3 

99.1 

0.0 

0.3 

Total 

34.5 

82.2 

1.3 

14.3 

2.1 

1.2 

14.8 

0.5 

43.0 

0.2 

40.2 


CY 1989 


Carlton 

12.2 

88.1 

2.2 

1.6 

8,1 

0.1 

20.5 

2.9 

74.6 

0.1 

1.8 

Lucky Strike 

30.0 

97.1 

0.4 

1.8 

0.8 

0.6 

1.8 

0.1 

89.3 

0.3 

7.9 

Pall Mall 

23.9 

71.5 

2.1 

24.3 

2.1 

2.5 

26.1 

0.9 

62.0 

0.1 

8.4 

Malibu 

70.5 

96.2 

0.5 

2.7 

0.6 

0.4 

2.3 

1.0 

0.4 

0.0 

95.9 

American Lts 

76-8 

97.3 

0.4 

LA 

0.7 

LA 

6.6 

0.1 

90.5 

O 

IA 

Total 

30.5 

90.0 

1.0 

7.3 

1.7 

0.9 

11.7 

0.8 

48.3 

0.1 

38.2 
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Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 






Fourth Quarter 
1988 


Carton 

Lucky Strike 
Pall Hall 
Maiibu 
total 


CY 1988 
Carlton 
Lucky STrike 
Pall Mall 
Malibu 
Total 


Fourth Quarter 
1989 
Carlton 
Malibu 
Pall Mall 
Total 


CY 1989 
Carlton 
Lucky Strike 
Malibu 
Pall Mall 
Total 

SOURCE: ACB 


AMERICAN 

MEDIA-DELIVERED COUPONING 
CIRCULATION 
( 000 ) 


ESI 

ROP 

SUPPLEMENT 

MAGAZINE 

TOTAL 

235 

20,560 

58,470 

0 

79,265 

0 

0 

0 

0 

0 

44,601 

0 

0 

0 

44,601 

0 

50,298 

5L9.il 

0 

102.209 

44,836 

70,853 

110,381 

0 

226,075 


35,562 

20,982 

77,428 

0 

133,972 

16,789 

2,420 

0 

0 

19,209 

132,459 

0 

0 

0 

132,459 

0 

51.323 

51.911 

0 

103.234 

184,810 

74,724 

129,339 

0 

388,874 


0 

0 

0 

7,401 

7,401 

0 

0 

238 

0 

238 

90.142 

0 

0 

0 

90.142 

90,930 

17,921 

9,042 

7,401 

125,294 


0 

4,869 

467 

7,401 

12,738 

10,231 

3,302 

2,785 

0 

16,319 

85,922 

0 

42,664 

53,105 

181,691 

134.316 

0 

0 

0 

134.316 

273,034 

29,392 

54,719 

60,506 

417,652 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418070 



LORILLARD 
COUPON REDEMPTION 
BY TYPE AND VALUE 

% VOLUME SOLD ON MANUFACTURER COUPON 

---MEDIA TYPE.COUPON VALUE 


FOURTH QUARTER 
1988 

TQTAL 

ON- 

CARTON 

DIRECT 

MAIL 

EH 

OTHER <51.00 

SI.00 

51.50 52.00 

$2.50 $3.00+ 

Kent 

20.2 

77.0 

20.8 

0.7 

1.5 

0.2 

0.0 

0.1 

99.4 

0.0 

0.2 

Newport 

17.6 

69.4 

16.8 

11.4 

2.3 

0.1 

4.7 

15.2 

47.2 

0.0 

32.8 

True/True Gold 

29.2 

52.3 

40.0 

4.3 

LA 

0.6 

1.9 

1.2 

95.9 

0.0 

0.4 

Total 

20.7 

70.0 

25.1 

2.8 

2.1 

0.3 

1.0 

1.9 

93.2 

0.0 

3.5 

CY 1988 












Kent 

24.5 

61.9 

33.2 

2.5 

2.4 

0.1 

0.2 

0,2 

99.1 

0.0 

0.3 

Newport 

25.8 

35.6 

23.4 

36.6 

4.3 

1.4 

1.4 

32.4 

58.1 

0.2 

6.5 

True/True Gold 

Ihl 

38.9 

46.9 

10.9 

hi 

hi 

hi 

7.5 

87.4 

0.0 

IA 

Total 

21.9 

53.6 

34.2 

9.3 

2.9 

0.5 

0.6 

6.4 

90.8 

0.0 

1.7 

FOURTH QUARTER 












1989 












Kent 

21.5 

35.8 

54.3 

1.4 

8.5 

3.7 

1.0 

0.1 

92.9 

0.0 

2.4 

Newport 

12.8 

64.5 

24.8 

1.6 

10.0 

10.0 

3.7 

3.2 

79.7 

0.0 

3.5 

True/True Gold 

20.3 

63.3 

31.8 

2.2 

2.7 

1.6 

1.2 

7.0 

88.4 

0.0 

1.8 

Total 

18.8 

44.8 

44.3 

1.5 

9.3 

3.7 

1.8 

1.9 

90.2 

0.0 

2.4 


CY 1989 

Kent 

24.1 

65.5 

30.9 

1.1 

2.5 

2.0 

0.2 

0.1 

95.6 

0.1 

1.0 

Newport 

22.1 

42.0 

9.8 

40.5 

7.6 

3.3 

0.7 

40.1 

51.8 

0.0 

4.1 

True/True Gold 

16.3 

49.8 


11 A 

10.5 

10.1 

4.7 

4.4 

80.1 

0.0 

0.7 

Total 

20.9 

58.7 

26.1 

9.0 

6.3 

3.5 

1.4 

5.6 

86.3 

0.1 

2.2 
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Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 






LORILLARD 

MEDIA-DELIVERED COUPONING 
CIRCULATION 
(OOO) 


Fourth Quarter 


1988 

ESI 

ROP 

SUPPLEMENT 

MAGAZINE 

TOTAL 

Kent 

20,305 

0 

0 

0 

20,305 

Newport 

6,418 

0 

0 

0 

6,418 

True 

0 

0 

0 

34.007 

34.007 

Total 

26,723 

0 

0 

34,007 

60,731 

CY 1988 

Kent 

53,471 

0 

0 

0 

53,471 

Newport 

56,741 

116 

0 

10,774 

67,631 

True 

24.033 

0 

0 

34.007 

58.040 

Total 

Fourth Quarter 

134,245 

895 

0 

44,782 

179,922 


1989 


Newport 

0 

2.920 


o 

2,949 

Total 

0 

2,920 

28 

0 

2,949 

CY 1989 

True 

64,456 

858 

0 

68,015 

133,329 

Kent 

11,980 

4,165 

0 

0 

16,145 

Newport 

64.062 

20,4-4-1 

10.702 

0 

95.205 

Total 

SOURCE: ACB 

145,433 

29,568 

10,702 

68,015 

253,718 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418072 



LIGGETT 

COUPON REDEMPTION 
BY TYPE AND VALUE 

* VOLUME SOLD ON MANUFACTURER COUPON 

---MEDIA TYPE.-.COUPON VALUE 


FOURTH QUARTER 
1988 

TOTAL 

ON- 

CARTON 

DIRECT 

MAIL 

FSI 

Chesterfield 

5.9 

100.0 

0.0 

0.0 

Eve 

14.5 

69.8 

0.0 

22.0 

Lark 

26.3 

67.7 

0.0 

6.5 

L&M 

LI 

100.0 

LO 

0.0 

Total 

13.9 

82.8 

0.1 

9.0 

CY 1988 

Chesterfield 

3.8 

93.5 

0.0 

2.5 

Eve 

10.5 

75.1 

0.0 

14.9 

Lark 

15.5 

50.3 

3.8 

7.6 

L&M 

3.6 

100.0 

JLQ 

0.0 

Total 

10.1 

83.5 

1.1 

6.4 

FOURTH QUARTER 

1989 

Chesterfield 

14.4 

100.0 

0.0 

0.0 

Eve 

26.0 

42.4 

4.5 

44.5 

Lark 

14.1 

48.2 

0.0 

0.0 

LSlM 

5.9 

97.1 

0.0 

2.9 

Pyramid 

0.1 

0.0 

0,0 

0.0 

Total 

12.1 

55.8 

3.1 

30.7 


CY 1989 


Chesterfield 

13.5 

94.9 

1.7 

0.1 

Eve 

24.5 

48.5 

4.4 

32.3 

Lark 

16.4 

44.6 

6.4 

9.7 

L&M 

9.4 

86.7 

5.9 

7.4 

Pyramid 

0.5 

55.1 

8.6 

1L2 

Total 

14.9 

59.5 

4.4 

22.2 


OTHER <S1.00 SI 

.00 £1 

.50 ! 

52.00 

S2.50 

$3.00+ 

0.0 

0.0 

0.0 

18.5 

81.5 

0.0 

0.0 

8.2 

28.3 

0.0 

0.1 

71.6 

0.0 

0.0 

25.9 

0.0 

0.0 

12.9 

80.6 

0.0 

6.5 

LI 

M 

0.0 

M 

92.0 

0.0 

0.0 

8.0 

9.4 

28.2 

4.1 

55.4 

0.0 

2.8 

4.0 

0.0 

0.0 

16.0 

84.0 

0.0 

0.0 

9.9 

19.1 

0.4 

2.4 

78.1 

0.0 

0.0 

38.2 

0.0 

15.3 

11.5 

68.5 

0.0 

4.7 

0.0 

LI 

LI 

4.8 

95.2 

0.0 

0.0 

8.9 

6.5 

38.1 

3.7 

50.7 

0.0 

1.0 


0.0 

0.0 

0.0 

0.0 

30.6 

0.0 

69.4 

8.7 

41.5 

9.8 

0.2 

26.3 

0.0 

22.1 

51.8 

0.0 

25.9 

0.0 

25.9 

0.0 

48.2 

0.0 

7.6 

0.0 

0.0 

36.9 

0.0 

55.0 

100.0 

0.0 

0.0 

0.0 

100.0 

0.0 

0.0 

10.4 

29.1 

8.8 

0.2 

27.5 

0.0 

34.5 


3.4 

0.3 

0.0 

2.9 

46.2 

0.0 

50.5 

14.8 

29.4 

6.7 

1.6 

43.5 

0.1 

18.7 

39.3 

0.0 

25.8 

10.3 

46.0 

0.0 

17.9 

0.0 

6.8 

0.1 

1.3 

68.0 

0.0 

23.9 

25.? 

1LZ 

35.8 

1.1 

51.9 

0.0 

0.0 

13.9 

19.4 

6.9 

2.7 

46.1 

0.1 

24.8 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 


2041418073 







LIGGETT 

MEDIA-DELIVERED COUPONING 
CIRCULATION 
( 000 ) 


Fourth Quarter 

1988 

FSI 

ROP 

SUPPLEMENT 

MAGAZINE 

TOTAL 

L&M 

11,953 

0 

0 

0 

11,953 

Eve 

39.247 

2 

0 

2 

39.247 

Total 

51,200 

0 

0 

0 

51,200 

CY 1988 

m 

12,712 

0 

0 

0 

12,712 

Eve 

88.994 

0 

0 

0 

88,994 

Total 

Fourth Quarter 

1989 

101,706 

0 

0 

0 

101,706 

Eve 

32.834 

0 

0 

23.936 

56,77Q 

Total 

32,834 

0 

0 

23,936 

56,770 

CY 1989 

Eve 

235,928 

0 

0 

95,744 

331,672 

L&M 

21.850 

2 

0 

_2 

21,850 

Total 

SOURCE: ACB 

TBL4 

257,778 

0 

0 

95,744 

353,522 


Source: https://www.industrydocuments.ucsf.edu/docs/rqdn0004 





